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The motivation for doing this study was to establish a practical way to handle emerging
market requirements for research and development in turbulent markets with a smaller impact
requiring few changes or additions to existing business processes. Many companies understand the
significance of having a mid-long term marketing strategy. However, adding different types
of workflows could be a burden for companies that are concentrating on their daily business
operations.
The applied methodology uses technology roadmapping (TRM) tools, which are used in
organizations as common and visual languages for discussing strategies. This paper proposes an
extended application of a TRM tool and demonstrates that companies can handle the challenges
of social innovation with a smaller impact. In the authors’ project called “Society Living with
Dementia,” the company formed a “virtual team” with new stakeholders that a conventional
business process would not be able to manage and created shared knowledge.
The contribution is a practical example of a private-sector company that establishes relationships
in a step-by-step fashion with potential stakeholders including non-profit organizations, policy
makers, and people with dementia to address a social issue.
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Information communication technology (ICT) companies
today face a paradigm shift in exploring and finding future
markets. zIn the past, ICT companies easily demonstrated
the superiority of their products or services because the
performance functionality (e.g., processing speed or resolu-
tion) of their technologies directly appealed to customers. At
the same time, the value proposition of customers has also
been changing drastically. Companies trying to determine the
needs of customers are facing difficulties year-by-year.
This means that conventional approaches to discovering
potential markets based on extant technologies pertain only to
present-daymarkets andmaynot apply tomarkets in the distant
future. Companies in this situation are therefore under pressure
to change their conventional market research that relies on the
number of shipped products or sales data.nc. This is an open access articHowever, typical companies would most likely hesitate to
enter unknown business fields that are not related to their
extant business areas. Such companiesmay also notice that their
current internal resources are insufficient for creating new
business ecosystems. Typical ICT solution companies, which the
authors belong to, proceed by identifying the requirements of
“current” customers. This means that businesses are focusing on
the existing problems of society; in other words, they are
primarily concernedwith their existing and potential customers.
To overcome this barrier, companies should find stake-
holders who have resources that complement the compa-
nies. This proves harder than one might think, however,
since companies must typically sign contracts to start
projects. It can be difficult for companies to initiate
collaborations with particular individuals or non-profit
organizations (NPOs) to exchange ideas and co-create new
business fields.le under the CC BY license (http://creativecommons.org/licenses/by/4.0/).
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organized a new relationship among stakeholders who had not
been considered in the past.
In this paper, the authors discuss a process and methodol-
ogies that an ICT company can use to identify new business
fields and create new collaboration schemes with potential
future partners.
To find futuremarkets, the authors studied the example of a
“social innovation” (Mulgan et al., 2007). We discussed and
generated a hypothesis that ICT companies also have opportu-
nities to identify social issues and carry out relevant actions
that address those issues in order to create future business
areas and ecosystems. The authors focused on the issue of
dementia (cognitive impairment) as a future business field.
The technology roadmapping tool (TRM) known as
Innovation Architecture (IA) is introduced as a methodology to
explore newbusiness fields. The authors have been continuously
applying IA in a practical organization (Igarashi et al., 2009; Abe
et al., 2004, 2006, 2007, 2008, 2009) and have now expanded it
to handle enterprise organizations for social innovation activi-
ties. The role of TRM tools is not limited only to communicating
strategies but also to identifying a lack of internal resources
required to enter new business areas.
This paper describes a case study that focused on the
“Dementia Project” as a social innovation challenge for a
company and explains how the open collaboration project was
conducted using IA as the strategy discussion tool.
This paper also reports the outcome of the process to realize
social innovation in an enterprise organization. It is organized
as follows. Section 2 discusses the purpose of social innovation.
Section 3 identifies the significance of dementia as a challenge
for a company. Section 4 describes two methodologies for
discussion. Finally, Sections 5 and 6 present a case history and a
discussion of the authors’ approach.
2. Future R&D strategy
2.1. General description
One strategy for finding new business in uncertain markets
is the “open innovation” strategy (Chesbrough, 2006). One
concrete goal of this strategy is to identify future business
activities that would contribute to social innovation. The term
“social innovation” is a new strategy, and the definition is not
fixed to one meaning. One of the earliest examples of social
innovation emerged in the 1960s (Mulgan et al., 2007). An
example of a simple definition is:
‘Innovative activities and services that are motivated by the
goal of meeting a social need and that are predominantly
developed and diffused through organizations whose
primary purposes are social.’(Mulgan, 2006).
The actual roles of social innovation are different depending
on the project creators. Each sector – NPOs, corporations, and
individuals – have different objectives in social innovation. The
core function of the corporate sector is to earn revenue, which
is quite different from the idea of corporate social responsibility
(CSR) (Nonaka et al., 2014).
The above reflects the authors’ situation, in which it is
necessary to implement social innovation in the actual businessdepartment while aiming to maximize profits (Nonaka et al.,
2014). Another viewpoint is that such departments require a
methodology that will have the smallest impact on their daily
tasks. In a practical situation, establishing and maintaining
relationships with unknown stakeholders that could not be
achieved through regular business contact would be an extra
task that would have to be carried out. On a personal level,
many people join social innovation activities in their private
lives to avoid such mismatches between their daily work and
social activities.
In the competitive and turbulent market, we have decided
to introduce a business theme in the social innovation category
to discover future markets.
Earlier work involving Social Innovation is as follows.
The most significant example of social innovation organized
by the corporate sector is Unilever’s “Project Shakti” (Uniliever,
2011). This project supports people in the lowest-income
segment in India. The project accommodates stakeholders who
belong to totally different sectors: Unilever, the Indian govern-
ment, and Indian banks. Such stakeholders cooperatively
conducted the project to support women in small villages
throughout India. Another example of a social innovation
business endeavor is the “Big Issue,” which is a magazine that
is sold by homeless people (Mulgan, 2006; Big Issue).
2.2. Present status of high-tech companies
Generally, business development in high-tech companies is
a “technology push” of core technologies into new arenas. The
general meaning of “technology push” refers to the commer-
cialization process where some particular technologies are
firstly focused on and “pushed” into potential markets for the
company (Di Stefano et al., 2012; Pantano and Viassone, 2014).
In contrast, “market pull (or demand pull)” describes the
situation in which research data and customer intentions have
the key role in the commercialization. The terms “technology
push” and “market pull” are often used in discussions on
business strategies in high-tech companies.
High-tech companies generally approach business devel-
opment by emphasizing proprietary and patented technologies
to differentiate their products or services in targeted markets.
That typical technology push approach sometimes hits a
standstill before projects enter commercialization because of
unnecessary functions or overmatching of specifications that
the market is reluctant to pay for.
In the early days of computers, technology-push approaches
were feasible for discovering opportunities. Because earlier
technologies were applied in limited domains within society,
precise market surveys to determine their customization were
unnecessary. As technologies evolved exponentially, ICT
products became commodities in our daily lives to solve social
issues. In other words, ICT is expected to be designed to
precisely reflect real-world problems. ICT companies became
sensitized to matching the dynamic social environment in real
time, but technologies may require long gestation periods
before needs for them appear.
With the turbulent markets that exist today, it can be
extremely difficult to find the right markets or customers. In
resolving this issue, “today” is not a valid starting point for
discussing future technology. Flexible organizations manage
and adapt by anticipating issues arising from uncertain future
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common issues that may be of concern to diverse groups of
people—that businesses are including in their activities in order
to capturemarket trends andmeet customers’ needs. However,
the present organization ofmany companies is poorly designed
to find and pursue such challenges.
The authors have decided to focus on a social innovation
theme in planning for future markets. Such challenging themes
are not achieved with the technologies at hand and require a
substantial change of a company’s core research and develop-
ment (R&D) strategies.
3. Methodologies
3.1. Global issues of dementia
The authors selected “societies living with dementia (cogni-
tive impairment)” as the social innovation theme. Later sections
describe the processes used to establish this theme as the basis
for entering futuremarkets. This section introduces recent topics
and activities regarding dementia.
The cost of treating dementia worldwide was estimated at
US$604 billion in 2010 (Anon., 2012a). The World Health
Organization estimated that there were 35.6 million dementia
patients worldwide in 2010 and that the number will reach
65.7million by 2030 and 115.4million by 2050 (Anon., 2012a).
Japan is one ofmany advanced societies facing the challenges of
aging. The number of patients with cognitive impairment in
Japan is estimated to reach 4.7 million in 2025 (Anon., 2012d).
This means that 10% of Japanese households will experience
dementia in their family.
Fujitsu is the world's fourth-largest ICT Company and is
No.1 in Japan (Anon., 2014a) in providing solutions to support
infrastructure inmultiple industries. Healthcare is an important
field for Fujitsu, which has the largest market share (40%) of
electronic medical record solutions in Japan for hospitals with
300 or more beds (Kida, 2011). Fujitsu provides personal
healthcare assistance services for mobile phones using motion
sensors or pedometers to detect posture problems or to
accumulate users’ exercise histories (Chujo et al., 2013). These
activities indicate that the healthcare industry is important for
Fujitsu’s future. However, Fujitsu’s present technology mainly
addresses current issues and near-term social infrastructure.
The authors have focused on the future infrastructure of the
healthcare industry and Fujitsu’s future in that industry.
The authors discuss two domains concerning the issue of
dementia, as follows.
3.1.1. Primary care: drug industry
The pharmaceutical industry is arguably the primary
contributor to efforts to tackle dementia, an issue it has
addressed for decades. However the situation is not always
promising. In 2012, drug industry giants Pfizer and Johnson &
Johnson failed in an important trial to prove the effectiveness of
an Alzheimer’s (AD) drug (Anon., 2012b). This news affected
society, especially AD sufferers and their families.
A breakthrough in the pharmaceutical industry would
have a great impact on society. However, it is difficult for ICT
solution providers to contribute directly to the task of drug
development.3.1.2. Informal and social care: effort of NPOs
Another side of the issue of supporting peoplewith dementia
is “social and informal care.” These types of care are as
significant as primary (medical, pharmaceutical) care. Daily life
outside hospitals depends on the efforts of citizens’ and
industries, including the authors’ industry.
To initiate activities, the authors established connections
with a leading nonprofit organization called the Dementia
Friendship Club (DFC) (Anon., 2012c), a private group carrying
out a project to support the daily lives of peoplewith dementia.
DFC offers a range of services to assist “club members” (people
with dementia) with daily life challenges that are conducted
outside of hospitals (the healthcare sector). The group’s
mission is to realize an “ideal town where people with
dementia are able to go around the same as ordinary people.”
Generally, people with dementia tend to isolate themselves.
DFC advocates for and assists them in venturing out as they
did before the onset of the disease. To achieve its vision, DFC
has a category of members who participate in the club as
“supporters” who learn to assist people with dementia in their
daily lives.
The authors decided to explore ways to approach the
dementia issue by identifying and solving a social innovation
challenge.
3.2. Strategies and tools
This section describes “technology roadmapping” and a
“future center” as two instruments for discovering newbusiness
opportunities.
3.2.1. Technology roadmapping tools
The authors decided to introduce and apply a TRM tool as an
existing strategy in order to manage the cross-organization
project at minimal cost when implementing it inside the
company.
TRM tools were originally developed in the electronics
industry in the 1980s (Phaal et al., 2001b) and were diffused to
multiple industries to help discussion and decision-making
processes within an organization (Phaal et al., 2004; Rinne,
2004). This paper focuses on the features of TRM tools as a
common language to discuss and coordinate a company’s
policies.
The leading examples of TRM tools are T-Plan (Phaal et al.,
2001a) and Innovation Architecture (IA) (Tschirky and
Trauffler, 2008; Tschirky et al., 2003; Sauber and Tschirky,
2006). General TRM tools provide a graphical representation
that categorizes resources in an organization (technologies,
knowledge, or potential market) in a layered form (Phaal et al.,
2001b).
Innovation Architecture (Tschirky and Trauffler, 2008;
Tschirky et al., 2003; Sauber and Tschirky, 2006) as a TRM
tool was proposed by Prof. Hugo Tschirky at ETH Zürich. The
intended role of IA is a communication tool that is shared
among departments that have different roles in order to create
innovative products and services. Businesses cannot achieve
innovation or huge successes with competitive technologies
alone; they also need a business environment that factors in
product plans, business systems, and market trends. A
company also has to ensure consistency among departments
such as R&D, finance/accounting, marketing, and procurement.
Innovation
Trends
Businesses
Products-systems-
services
Functions
Technology
Platforms
Scientific
Knowledge
Market & Social Trends
Technology Trends
(c)
(b)
(a)
(d)
Fig. 1. Basic structure of innovation architecture.
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to achieve such consistency.
The basic structure of IA is shown in Fig. 1. It provides
snapshots of a project’s status by combining core technol-
ogies and scientific knowledge, business systems, and
promising market trends. IA consists of technologies and
business resources that are classified into six levels, from
bottom to top (Fig. 1): Scientific knowledge, Technology
platforms, Functions, Product-system-services, Business
systems (Businesses), and Innovation Trends. The lower
layers address the technology aspect, and the upper layers
address market or social trends (Blair, 2009; Abe et al.,
2013).
The discussions concerning IA in this paper proceed as
follows. The companies find and decide to focus on a new
market trend (“a” in Fig. 1). In this situation, the company
does not have elements “b” in the Businesses layer, “c” in
the Product-systems-services layer or “d” in the Functions
layer, which are all necessary to realize the new trend “a”.
The company department begins discussing how to obtain
the missing resources (b, c, and d). It would most likely
depend on the company’s priorities, but an R&D depart-
ment would probably decide to develop new technology
“d,” and a business unit would decide to modify an existing
product to create “b” or “c.“ When the three missing pieces
are in place, the company is ready to address the new trend
“a.”
IA enables participants to discuss the questions “Where did
we come from?”, “Where are we now?”, and “Where do we go
from here?”
The authors’ earlier work (Igarashi et al., 2009) verified the
practical effectiveness of IA when applied in the daily tasks of an
R&D team without having to learn a detailed theoretical
background. This flexibility is essential to corporate users in
order to introduce such newmethodologies in their daily tasks.
The authors’ motivation in writing this paper is to extend
the usage of IA to implement discussion on business planning
in social innovation issues.(1) How to identify new stakeholders in IA: The original
objective of IA for an R&D team is to take snapshots
of the progress of development. In the case study
(described later), the need to identify and acquire
capabilities and knowledge from other unknown orga-
nizations is important.
(2) How to manage a cross-organization team using
extended-IA: IA could be driven in the smallest unit
in a company’s R&D department. To discuss how a
company contributes to social innovation, the authors
fashioned a company-wide and cross-organization IA
diagram to identify project statuses and interactions
among organizational functions.
This paper addresses the aforementioned issues. By
employing IA themselves as members of an R&D strategy
department, the authors seek to expand their company’s
abilities to open new markets.3.2.2. Future center
The other important aspect of finding new business fields is
to encounter unknown stakeholders who have abilities or
knowledge that Fujitsu lacks and which are essential for the
way forward. Accordingly, the authors have been organizing a
“Future Center (Dvir et al., 2007)” since 2011 (Fig. 2). Several
organizations in Europe have established the concept of a
Future Center (LEF Future Center). The Future Center is based
on the use of a methodology consisting of dialogue techniques
to find and accumulate new ideas among participants from
disparate backgrounds (Nonaka and Konno, 1998).
A typical “Future Center” is composed of human resources
such like facilitators and is physically composed of meeting
spaces that are comfortable and suited for discussions. Typical
Future Centers are organized by private companies, govern-
ment sectors, or other types of organizations. Participants from
various types of sectors join in on the dialogue organized in a
Future Center (Anon., 2014b).
Fig. 2. The author's future center session in Tokyo on February 8, 2012.
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March 2011, various types of organizations and individuals
started Future Centers aiming at finding solutions for problems
in order to achieve recovery of the disaster areas. The issue of
recovery is still a common problem for different organizations
(Anon., 2012e).
As described earlier, the authors selected dementia as a
social innovation theme for ICT companies, including Fujitsu,
because the keyword/category is foreign to their daily tasks and
to their customers and partners. Open discussion has been
difficult inside Fujitsu because the company is accustomed to
creating value for new customers internally (i.e., ICT solutions).
To change this traditional attitude and break from the methods
that exist in ICT companies, Fujitsu is promoting its “Future
Center” as away to attract newpotential stakeholders presently
unrelated to Fujitsu.
4. Building organization for social innovation
This section describes a four-stage process to aid an
organization in initiating social innovation.
4.1. Stage 1: existing enterprise organization
The drivers of an expanded market share for Fujitsu would
include its R&D capabilities and its system integration knowhow,
which contribute to differentiation and competitiveness in
today’s health-care solutions market. Existing ICT solutions at
Fujitsu offer the advantage of involving in-house technologies
(hardware, software, and operational knowhow) developed,
mutualized, and adapted for various industries and customers.
The authors belong to the R&D strategy-planning department in
Fujitsu Laboratories, Ltd. (Fujitsu Labs) and have been exploring
mid- or long-term future market trends and strategies since
2008.
Companies aim to develop newand unknownbusiness fields
independent of their existing customers and to build relations
with stakeholders in new or unknown sectors. By connecting
with new sectors or organizations, companies form new
relationships or communities to create a new value proposition.Fig. 3 illustrates Fujitsu’s starting point in its relationship
with existing customers through ICT capabilities. Customers
are, for example, car manufacturers, beverage manufacturers,
mobile network operators, or medical institutions. However,
Fujitsu could also relate to unknown sectors (Stakeholders A–C
in Fig. 3) through its ICT capabilities and offerings. Finding such
potential stakeholders through daily sales andmarketingwas a
new activity for Fujitsu.
Fig. 4 helps to visualize such a situation; it illustrates a
situation for Fujitsu (focused on health-care) as a starting
point for a project utilizing IA. The figure reflects the basic rule
of IA (described in Fig. 1). It categorizes Fujitsu’s resources
(technologies, business or scientific knowledge, and services)
into six layers. Related resources are connected by lines. The IA
presentation is an overview. The IA framework facilitates
discussions between different departments within a company
about a lack of resources or possible future plans.
At this initial stage, the company is not yet ready to
challenge social innovation because each department is focused
on developing and maintaining its existing customers or
industries and its commercial distribution.
IA in the typical usage is composed of elements that
represent the R&D team’s existing technological capabili-
ties and knowledge. This paper focuses on representing the
entire company on a single IA to discuss company strategy.
To facilitate discussing a company-wide and cross-organization
strategy, the authors changed the original layer name “Func-
tions” to “Organizational Functions” in order to accommodate
departments inside Fujitsu. To reduce the complexity, Fig. 4
depicts only Fujitsu’s health-care-related departments and other
essential units.
The authors contracted with the Center for Global Communi-
cations (GLOCOM) at International University (GLOCOM (Center
for Global Communication, International University of Japan),
2012) in Japan. GLOCOM is an educational institution that
provides open collaboration programs to companies. Fujitsu Labs
joined the program in 2011 to focus on issues relevant to
industries in the market and to target potential partners. At this
stage, the two organizationswere unrelated and did not influence
each other.
Stakeholder
B
Stakeholder
C
Stakeholder
A
Customer
A
Customer
C
Customer
B
ICT
ICT
ICT
Current 
business area
Unknown markets and 
new partners
Fujitsu 
(Private Sector)
Fig. 3. Fujitsu's relation with customers.
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Fujitsu Labs and GLOCOM formed a “virtual team” to
identify potential stakeholders. Fig. 5 represents the status
of this collaboration. A benefit of forming a virtual team
is to assure its members’ independence from each organi-
zation’s background policies, which sometimes obstruct
collaboration.Businesses
Innovation 
Trends
Business/
Scientific
Knowledge
Products-
Systems-
Services
Organizational 
Functions
Technology
Platforms
Bar
Fujitsu
Fujits
Str
Information 
Science
Clinical 
system 
requirement
Healthcare 
Solutions
EMR 
solutions
Hospitals, 
Clinics
Communication
Design
Personal 
Healthcare
Drug Industry
Support
Manage
Techn
Enterprise
Consulting
R
Manag
Design 
Knowledge
Human 
Interface
Consulting 
Knowledge
Consulting 
Skills
Fig. 4. IA at the starting phaseThevirtual team investigated social issues having a potential
future impact. To do so, it planned and conducted dialogues
based on the Future Center scheme to discuss social issues,
inviting potential stakeholders who were outstanding contrib-
utors in their field. Through such sessions, the virtual team
identified the social impact of dementia on the healthcare field
in the future anddecided to explore newbusiness opportunities
to support this issue.GLOCOM
Future Center 
operation
Social innovation 
assistance
Future Center / 
Open organization
Knowledge 
Management
rier
 to
 Grand Challen
ge
International University
(GLOCOM)
u R&D 
ategy
ment of 
ology
&D
ement
of the dementia project.
Customer
A
Virtual Team
Customer
B
GLOCOM 
(collaborator)
Fujitsu 
(Private Sector) CustomerC
ICT
ICT
ICT
Fig. 5. Creating a virtual team.
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team.
In the real project, GLOCOM arranged for dialogues and
meetings with DFC. At this stage, the virtual team had no
original knowledge or capabilities (services, products) on IA (A
and B in Fig. 6).Businesses
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Trends
Business/
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Knowledge
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Systems-
Services
Organizational 
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Technology
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F
Fujitsu (ICT company)
Information 
Science
Clinical 
system 
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Healthcare 
Solutions
EMR 
solutions
Hospitals, 
Clinics
Communication
Design
Personal 
Healthcare
Drug Industry
support
Enterprise
Consulting
Design 
Knowledge
Human 
Interface
Consulting 
Knowledge
Consulting 
Skills
Fig. 6. Stage of creating4.3. Stage 3: ﬁnding complementary stakeholders
Although Fujitsu has health-care customers, it is structured
as a business-to-business company. It has no close relationships
with people or communities dealing with dementia. DFC is
equippedwith resources to address dementia-related problemsujitsu R&D 
Strategy GLOCOM
Future Center 
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Virtual Team
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Fig. 7. Inviting new organizational functions to the virtual team.
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and individuals. Fig. 7 illustrates the interaction wherein the
virtual team invites DFC to join it.
The authors expected DFC to provide the virtual team with
two organizational capabilities that Fujitsu lacks.
1) Service knowhow of an ecosystem driven by citizens:
Dialogue with DFC allowed Fujitsu to learn the daily
operations involved in supporting daily life, especially for
people with dementia. Their activities are composed of two
subcategories. One is for the people with dementia and
their families who support them in their daily activities.
Another is a program for volunteers, including education
for caregivers of people with dementia. DFC operates a
matching service between these categories of members. To
observe the basics of supporting people with dementia in
scenes of daily life, the virtual team joined a tour-support
event for volunteers organized by DFC. The supporting
program was organized by people and does not require
leading-edge ICT services or products, although there is
huge potential to society to use such services and products
in this area.
2) Marketing knowledge to attract next-generation customers:
Gaining the attention of younger citizens is central to the
dementia project’s success, as they are expected to be
important stakeholders in the future business. The younger
generation typically has little interest in dementia now, but
as it ages a certain percentage of this generation will
unfortunately contract dementia. Consequently, they are
potential customers who are unaware of their future needs.
In the usual marketing approach or social care sector,
younger people seem to be outside DFC’s target segment
unless they are volunteer caregivers.
To reach these potential stakeholders, DFC organized RUN-TOMO, amarathon relay. The name combines the shortened
English phrase for “Run-(for)-tomorrow” and the Japanese
word “tomo” meaning “accompanying.” The first event was
held in 2011 in Hokkaido, Japan, and the fourth took place
during the summer of 2014. DFC planned running courses
covering 2,500 km starting from Hokkaido to Hiroshima.
People of different generations and occupations joined the
event, and local newspapers reported its progress.
4.4. Stage 4: acquiring knowledge inside a virtual team
Through collaboration, the virtual team found and tried to
acquire new abilities and knowledge through dialogue in the
Future Center with session guests. This situation is depicted in
Fig. 8.
At the project’s onset, Fujitsu Labs and GLOCOM shared
little common knowledge of dementia. Each organization had
different roles with separate in-house knowledge, and there
were restrictions on sharing some of that knowledge (intellec-
tual property). Through the project, the virtual team obtained
new knowledge that would become the common ground
for activities in the “Technology Platform” and “Scientific
Knowledge” layers (A and B in Fig. 8). The authors also invited
communication design and enterprise consulting organizations
inside the Fujitsu group to join the virtual team. Key persons
from each organization began to imagine how Fujitsu could
contribute socially in different ways from existing businesses.
The project is ongoing, and the expectation is to build future
services that assist societies confronting the challenges of
dementia. This outcome would be located at C and D in Fig. 8.
Although not medical experts, the authors realized that many
consequences of dementia (e.g., memory loss) are prevalent
among many people. Solutions to issues afflicting people with
dementia could become solutions applicable throughout society.
Businesses
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ICT Technology 
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DFC
Dialogue Sessions Prototyping
Knowledge 
Management
Virtual Team
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Prototyped Products, Services
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Fig. 8. Acquired knowledge in the virtual team.
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The virtual team (the core of the project) started planning to
invite newmembers and announced the start of the “Dementia
Friendship Japan Initiative (DFJI) (Dementia Friendship
Initiative Japan)” in 2013. This is aimed at establishing multiple
stakeholder alliances to create new shared value within the
alliance. There are eight projects in DFJI, and each of them is
focused on improving the quality of life (QoL) of people with
dementia and their families. The key members are: a) People in
charge of dementia issues in local governments, b) supporting
NPOs, c) social issue researchers in universities, and d) corporate
sector personnel from various industries.
In July 2014, DFJI accomplished a significant achievement
in organizing the “Dementia Friendship Japan Summit,” a two-
day event open to anyone interested in the dementia issue. At
the summit, 3 panel discussions (day 1) and 11 interactive
sessions (day 2) were organized, and over 200 people
participated.
Participants ranged in age from 10 to 70 and came from
widespread backgrounds: people with dementia and their
families, medical and nursing experts, representatives from
the government and corporate sectors, NPO staff, researchers
in social innovation, and university students interested in
dementia.
This open collaboration from the initial stage was a valuable
experience for the Fujitsu group, and Fujitsu is now ready to
expand its potential business fields. This may even change the
business fields that Fujitsu pursues in the future.
5. Discussion
This section discusses the authors’ findings in managing
Fujitsu’s innovation processes.5.1. Starting a virtual team
The virtual team (Figs. 6, 7, and 8) functioned as the core
team of the Dementia project to build new relationships not
covered by conventional contracts.
It is also important for companies attempting a challenge to
initiate virtual teams in non-competitive fields within their
businesses. Doing so, especially in large companies, makes it
easier to launchdiscussions quickly andopenlywithoutworrying
about restrictions from non-disclosure agreements. The discus-
sion of the virtual team discussed here is a short-cut to escaping
such limitations and initiating open innovation in the future.
5.2. Acquiring internal knowledge inside a virtual team
Conventional business contracts do not assume a “moderate
relation” with NPOs or citizens with dementia without strict
NDAs. The approach through the virtual team to design the
extended IA could be a newmethod to acquire new capabilities
to explore social innovation.
As a general strategy, companies address immediate man-
agement problems by acquiring capabilities and knowledge
through mergers and acquisitions (M&A). M&A and other
formal contractual approaches might contain drawbacks to
carrying out open collaboration because such arrangements
require iteration to check the understanding with potential
partners. Exposing unknown issues and future business partners
would require building loosely connected relationships and
iterating prototyping (trial) processes.
5.3. Managing attention of potential stakeholders
The new relationships brought Fujitsu unusual but fresh
marketing approaches, which is quite different from the classic
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model. The NPO (DFC) planned enlightening events including
the “RUN-TOMO” event for marathon runners.
The authors observed that RUN-TOMO (in Stage 3)
conformedwith the AIDMA law (Hall, 1924), a classicmarketing
framework. The AIDMA law describes five stages of customer
behavior: 1) Attention, 2) Interest, 3) Desire, 4) Memory, and
5) Action.
DFC’s mission is to “realize ideal towns where people with
dementia are able to live without worrying, as before.”
Therefore, its primary customers are people with dementia
and their families. Such people occupy the “Action” (fifth) phase
in AIDMA. From another viewpoint, people in the primary
segment are sometimes poorly organized and have less
influence on society.
In contrast, many of the marathoners in the RUN-TOMO
event were younger people who perhaps had little knowledge
of dementia. They might have been interested only in the
marathon, but they had anopportunity to learn about dementia
from runners with dementia or from event supporters working
for DFC or care facilities. In the AIDMA scheme, young runners
stand immediately before “Attention,” in the first stage. DFC
apparently adopted the AIDMA scheme to embrace a range of
members of society in a social innovation activity.
Who are the “stakeholders of the future business?” DFC
answers this question by examining two segments: recipients
of services and others with no apparent relation to the social
issue. Companies’ usual marketing approaches focus on the
first. DFC expects the second segment to be the “potential
stakeholders” who will spread the value of the social innova-
tion—for example, younger people who progress from care-
givers to recipients of nursing services.
5.4. Meaning for the stakeholders
The meaning for each stakeholder in participating in the
DFJS (in stage 4) event are described below.
• Policymakers: A person in charge of setting policies in local
government presented information on their local activities to
support dementia patients’ daily lives. (One of the most
advanced areas in Japan in this regard is Fujinomiya city in
Shizuoka prefecture.) This person could be an important role
model for other policymakers.
• Persons with dementia: Most people suffering from
dementia tend to be isolated from society. In the mold
of Bryden (2012), a well-known activist with dementia,
several Japanese patients who are living with dementia
joined the panel discussion and shared their thoughts.
This stimulated the interest of the panelists as well as the
audience.
• Supporting NPOs: Typical NPOs supporting dementia form
small groups. This event could be a platform for such NPOs to
create new relations with other NPOs for future cooperation.
• Corporate sector: Several people from the corporate sector
explained their activities and original services focused on
improving the QoL of people with dementia.
• Students: University students in the human-services depart-
ment joined several sessions to assist the event organizer.
They learnt the snapshots of the social innovation process
and were able to act as potential stakeholders.As a whole, each participant experienced cross-sector
communication, which is expected to lead to new relationships
and the creation of new solutions.
5.5. Redeﬁning business partners
The challenge that leads companies to new markets must
involve an issue significant to people irrespective of age, gender,
occupation, city of residence, and nationality. Businesspeople
typically construct business planswithin the framework of their
company’s mission, often with little experience as the target
customer. In contrast, boundaries between service providers
and recipients disappear in discussing social innovation issues.
For all-inclusive social innovation, every person and organiza-
tion potentially contributes as stakeholders in the future
business. The dialogue in Future Center discussed in this paper
is a blueprint to effect such encounters.
Fujitsu has invited peoplewithdementia to dialogue sessions
at the Future Center. Next-generation marketing/business
development would be conducted not merely by companies’
marketing and business development departments but also
with new definitions of “business partners” that include
competitors and end-users.
5.6. Further study-1: evaluation of the business value
Typical administration in companies would require mea-
suring returns from social innovation activities. Those returns
are important, although methodologies for measuring returns
even in traditional management are sensitive (Mauboussin,
2012). Certainly, such data could be a baseline and “social return
on investment (SROI)” (Anon., 2013) could be amethodology to
measure uncertain outcomes from a financial aspect. These
arrangements are the next step to study for the project
described in this paper.
5.7. Further study-2: ﬁnding new type of BoP for an ICT company
DFC’s approach to the dementia issues differs from
approaches by the drug or medical industry in that it does not
isolate dementia but coexists with it. Coexistence is the only
choice for people without expertise, including organizations
such as DFC and Fujitsu, to live with dementia. Fujitsu could
support social innovation through efforts to offer solutions for
coexisting with dementia (Okada et al., 2013).
Through the discussion, the authors generated hypotheses
that social issues concerning dementia could be the starting
point of another type of BoP (Hart, 2010) business effort, one
that is not limited to developing countries but is also significant
worldwide. The authors believe that this is another type of BoP
segment that is not limited to financial situations and that
consists of peoplewho can benefit from the capabilities that ICT
industries can provide.
6. Conclusion
This paper described a process to initiate social innovation
by introducing an extended application of Innovation Archi-
tecture through a case study of Fujitsu Laboratories’ “dementia
project.”
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approaches relying on data and requirements from existing
customers. However, a rapidly changing social situation requires
the formation of a long-term structure for opening markets
through small, iterative modifications. This paper describes an
approach to starting a challenging project relevant to future
society that locates new markets for Fujitsu and transforms the
company’s market. The important points are:
1) The process of finding new/future markets can begin by
establishing a challenge theme for a company. The authors
chose the theme, “Society living with dementia.”
2) Innovation Architecture could be a project-management
tool for both company-wide and multi-stakeholder man-
agement (the virtual team in the case study).
3) Through the dementia project in the case study, the
authors were able to identify a new marketing approach
used to organize a marathon relay. We can continue to
exchange knowledge or methodologies among stake-
holders to find other new approaches toward social
innovation.
This project is ongoing. Social innovation requires more
time to solidify a new business plan than does a conventional
business development process. However, by iterating and
continuing these processes, the authors expect to reach new
service models.
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